Abstract. Social network analysis has received much attention from corporations recently. Corporations are trying to utilize social media platforms such as Twitter, Facebook and Sina Weibo to expand their own markets. Our system is an online tool to assist these corporations to 1) find potential customers, and 2) track a list of users by specific events from social networks. We employ both textual and network information, and thus produce a keyword-based relevance score for each user in predefined dimensions, which indicates the probability of the adoption of a product. Based on the score and its trend, out tool is able to pick up the potential customers for different kinds of products, such as suits which are time-insensitive and diapers which are time-sensitive. In order to detect the scenario of purchasing products as gifts, we filter the user network and only consider the off-line close friend network. In addition, we could track users in a more flexible way. Despite the pre-defined dimensions, our tool is also able to track users by customized events and catch those who mention the event at an early stage.
Introduction
According to the statistics provided by the Official Twitter blog 1 on March 21, 2013, the social network Twitter has over 200 million active users creating over 400 million Tweets each day. Social networks has become the main form of media for online users to express their opinions and connect with other users. According to [2] , these social media data represents a vault of precious information that could be used by companies for increasing their sales revenue. For example, a user who tweeted about his new born baby on Twitter is more likely to buy diapers. Her friends who saw the posts might purchase diapers as gifts for her as well. This suggests that the tweet's content as well as the social relationships are useful for identifying potential customers. The identification should be early before potential customers purchase the product.
There are some existing tools to expand the markets by social networks such as "Twitter Business"
2 , a tool developed by Twitter. However, the relationship they considered is the whole network structure rather than off-line friends. We distinguish our system 3 from the others by focusing on the adoption of product for a user through his off-line close friends. By utilizing off-line network, we are able to catch the user intension to buy something as gifts and influence by his close friends. Our system provides the analyses based on two social networks: the English version is based on Twitter while the Chinese one is based on Sina weibo. Our tool is able to detect potential customers as well as providing a feature to track a set of users via specific events found in social media. We employ both textual information and relationships from social networks and produce a relevance score for each user in pre-defined product dimensions, such as cars with a set of weighted words related to cars. The relevance score depends on the user's volume of discussion on the product such that higher relevance score suggests that the user is more likely to adopt the product. Our system gives the relevance score based on the user's whole tweets to catch some loyal customers. And we also provide trends which shows the evolution and occurrence of events, such as birth of a baby from a user. In addition, we filter the network and puts more focus on the off-line friends by the algorithms proposed in [4] . The relevance scores of a user's close friends will also influence his. Moreover, in order to track the users in a more flexible way, our system is able to follow a list of users and define customized topics. Once the user mentions the topic, he will be picked up.
By an aggregated analysis on the tweets and networks, we are able to find the users who intend to adopt a product. In this paper we give an overview of the architecture of our system and its major modules including a briefing on the algorithms in Section 2. We then demonstrate a case in Section 3. Figure 1 shows that our system composes of two main parts. In the back-end part, the tool fetches the social media data and processes the data by calculating the users' relevance score to the product and their off-line friend network. While the front-end provides analysis and visualization based on the scores and networks produced by the back-end. The visualization includes ranking of the user's relevance score, detail profiles of a selected user, off-line social network of a target user, and the event-triggered user tracking. The company could directly market their products to the users by posting tweets to them.
Architecture and Algorithm

Data Collection and Processing
There are many social networks like Twitter, Sina Weibo and Foursquare. We first choose one of them as our dataset and collect the timelines, user profiles, and networks by the API they provided.
